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ABSTRAK 
 
Pada jaman yang modern ini banyak toko ritel yang menyediakan 
berbagai macam merek produk untuk kebutuhan sehari-hari, Salah satunya 
toko ritel yang ada di Indonesia yaitu Indomaret yang menyediakan produk 
dengan private label nya. Private label juga memberikan pengaruh terhadap 
store image yang merupakan kepribadian dari toko yang ada di dalam pikiran 
dari konsumen terhadap sebuah ritel. Perceived quality berpengaruh terhadap 
niat beli produk private label dalam toko ritel tersebut. Selain perceived 
quality terdapat hal lain yang mempengaruhi niat beli produk private label, 
yaitu trust. Banyak dari mereka memilih produk yang bermerek karena 
kualitas dari produk yang bermerek lebih baik dan lebih bagus daripada 
produk private label. Penelitian ini bertujuan untuk meneliti pengaruh store 
image terhadap purchase intention melalui perceived quality dan trust pada 
produk private label di Indomaret Surabaya. 
Sampel yang di gunakan adalah 100 orang konsumen yang pernah 
melakukan pembelian private label di indomaret Surabaya. Minimal 1 kali 
dalam 2 bulan terakhir. Teknik pengumpulan sampel yang di gunakan 
purposive sampling pengumpulan data di lakukan dengan menggunakan 
kuisioner. Teknik analisis yang di gunakan adalah teknik analisis Structural 
Equation Modelling (SEM). Hasil analisis ini menunjukan bahwa Store Image  
berpengaruh positif dan signifikan terhadap Perceived Quality dan Trust di 
Indomaret. Maka dapat disimpulkan bahwa, Store Image dapat meningkatkan 
Perceived Quality pada konsumen Indomaret di Surabaya. Selain itu juga 
Perceived Quality berpengaruh positif dan signifikan terhadap Purchase 
Intention pada konsumen Indomaret di Surabaya. 
 Kata kunci : Store image, Purchase Intention, Perceived Quality, Trust 
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ABSTRACT 
 In this modern era, there are many retail stores that provide a variety of 
brand products for their daily needs. One of them is a retail store in Indonesia, namely 
Indomaret, which provides products with its private label. Private labels also have an 
influence on store image which is the personality of the store that is in the minds of 
consumers towards a retail. Perceived quality affects the purchase intention of private 
label products in the retail store. In addition to perceived quality, there are many other 
things that affect the purchase intention of private label products, namely trust. Many 
of them choose branded products because the quality of branded products is better 
than private label products. This study aims to examine the effect of store image on 
purchase intention through perceived quality and trust in private label products at 
Indomaret Surabaya. 
 The sample used is 100 consumers who have purchased private labels in 
Indomaret Surabaya at least 1 time in the last 2 months. The sample collection 
technique used purposive sampling data collection was done using a questionnaire. 
The analysis technique used is the Structural Equation Modeling (SEM) analysis 
technique. The results of this analysis show that the Store Image has a positive and 
significant effect on the Perceived Quality and Trust at Indomaret. Then it can be 
concluded that, Store Image can improve the Perceived Quality of Indomaret 
consumers in Surabaya. In addition, Perceived Quality has a positive and significant 
effect on Purchase Intention for Indomaret consumers in Surabaya. 
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